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The Effect of Nostalgia Proneness on Ad-Evoked 
Nostalgia, Brand Attitude and Purchase Intention
Şeniz Özhan1 , Duygu Talih Akkaya2 

Abstract
Nostalgia is generally defined as a longing for the past, and from a marketing perspective it can be described as an emotion 
that drives the purchase behaviors of consumers. Companies have started to make use of the element of nostalgia in 
their marketing strategies more frequently in order to be more successful than their competitors in today’s intensely 
competitive market. The aim of the study is to examine the effect of nostalgia proneness on ad-evoked nostalgia, attitude 
and purchase intention as well as to evaluate it with regard to the purchase decision making process of the consumer. 
The structural equation model was used for testing the developed hypothesis with a sample group comprised of 381 
consumers. The study puts forth that sense of nostalgia has a strong effect on ad-evoked nostalgia, attitude and purchase 
intention. The findings of the study point out to the marketers that nostalgic signs in advertisements may have positive 
effects on the brand attitude and the purchase intention of the targeted groups.
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The Influence of Nostalgia Proneness on Ad-Evoked Nostalgia,  
Brand Attitude and Purchase Intention

The primary role of advertisement in marketing is to convey a message related with a 
product or service to target consumers. In addition, advertisers try to design messages that 
will attract the attention of consumers or enable them to stand against the strength of their 
rivals in the market due to the intensive competition in the fields of many products and ser-
vices. A striking method that advertisers use is nostalgia described as “longing for the past” 
which is a type of retro marketing. Even though the term nostalgia has been present for centu-
ries, it can be stated that the inclusion of themes of nostalgia in advertisements has increased 
in recent years.
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It is observed that nostalgia in marketing has transformed into an enchanting and distant 
nostalgic emotion created by marketers to be perceived by consumers. Nostalgia market-
ing plays a major role in marketing communication since it is related with the emotions of 
consumers. Recent studies put forth that nostalgia marketing has made positive impacts on 
consumer behaviors (Nathasia and Nasution, 2016). There are also studies indicating that the 
styles that were popular during the youth of consumers may affect their preferences through-
out their lives (Holbrook and Schindler 1989; 1994; 1996). Thus, when used properly, nostal-
gia marketing as a new marketing tool may not only provide significant income to a business 
but also make important contributions in establishing and sustaining a consistent, loyal con-
sumer base. 

It is possible to state that nostalgia for marketers serves as a tool to ascribe a nostalgic 
meaning to products and to satisfy the spiritual needs as well as the longings of modern con-
sumers. The key element in nostalgia marketing is to expose consumers to the product itself 
or a nostalgic marketing message thereby revealing positive emotions that enable them to 
mentally return to past experiences. Nostalgic advertisement creates positive emotions of the 
past and connects these emotions to the advertised brands (Ju et al., 2016). 

Even though it can be dated back to the mid-seventeenth century, the use of nostalgia in 
marketing is still new (Lefi and Gharbi, 2011). The fact that nostalgia as a reaction that is dif-
ficult to be estimated by marketers is a combination of positive and negative emotions means 
that the general emotional value of a nostalgic event may be ambiguous. While emotions of 
compassion and happiness can encourage a positive attitude towards a certain message or 
product, the sense of loss can also result in negative evaluations due to undesired associations 
and moods (Holak and Havlena, 1998).

The number of studies on the influence of nostalgia proneness on consumer behavior is lim-
ited despite the knowledge that nostalgia has an important market potential. Nostalgic consum-
er behavior integrates both the brand attitude and purchasing intention (Cui, 2015). The aim of 
nostalgic advertising is to influence consumer behavior with the intention of establishing close 
relations by developing proper brand attitudes and purchasing intentions (Braun-LaTour et al. 
2007). Brand attitude is a direct precursor of purchasing intention. Different from previous 
studies, it has been asserted in the present study that brand attitude and purchasing intention 
are probably affected positively from nostalgia tendency in addition to ad-evoked nostalgia. 
The fact that it has been carried out in Turkey, which is a developing country, is another au-
thentic aspect of the study. Hence, the present study contributes to understanding the effective-
ness of nostalgia marketing. When the popularity of nostalgic marketing strategies and their 
probability of making a positive impact on consumer behaviors are taken into consideration, 
it is observed that a limited number of studies in literature have examined nostalgia within the 
context of advertisements. For this reason, the present study may contribute to understanding 
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nostalgia proneness and the effectiveness of ad-evoked nostalgia. The present study reviews 
the literature on nostalgia, develops a model for evaluating the influence of nostalgia prone-
ness and ad-evoked nostalgia on purchase intention and tests that model. Moreover, a research 
suggestion is also presented that is worth examining in the future.

The effects of nostalgia proneness on ad-evoked nostalgia, brand attitude and purchase 
intention were tested in the present study via structural equation modeling (SEM). Having 
knowledge of these effects is important for enabling marketing managers to generate positive 
attitudes in consumers towards the brands in addition to developing effective and innovative 
strategies that will increase the purchase intentions of consumers. 

Literature Review and Hypothesis Development

Nostalgia and Nostalgia Proneness 
The word ‘nostalgia’ is derived from “nostos” in Greek meaning “return to the past” and 

“algos” meaning “longing, desire or sorrow” and evokes feelings of longing for past memo-
ries (Hwang and Hyun, 2013). The concept of nostalgia as a fundamental aspect of the human 
condition has attracted the attention of many disciplines. Other eclectic approaches in history, 
psychology, sociology, anthropology, environmental psychology and social sciences can be 
considered among these (Holbrook, 1993). Previous studies in medicine and psychoanalyt-
ical literature set forth nostalgia as an indication of psychological distress and melancholia 
(Sarabi, 2012). The term nostalgia was first coined in 1688 by Johannes Hofer as part of a 
thesis on medicine for defining the excessive state of homesickness which was quite common 
among Swiss mercenaries fighting away from their home countries (Reisenwitz, 2001). From 
a psychiatric perspective, nostalgia is accepted as the longing for an idealized past known as 
screen memory in psychoanalysis rather than a longing for the past. It is not a real recreation 
of the past but the combination of many different memories and all negative emotions are fil-
tered during this process (Hirsch, 1992). In consumer behavior literature, nostalgia is consid-
ered as part of the consumption preference for goods and experiences rather than a pathologic 
disorder (Goulding, 2001). Holbrook and Schindler (2003) describe nostalgia as “a choice 
toward things that were more common (people, places, etc.) when one was younger”. 

When considered from a marketing perspective, nostalgia is the personal emotion that is 
triggered by the experiences of the consumers and which effects their present product/service 
preferences (Hwang and Hyun, 2013). Based on definitions of nostalgia from different dis-
ciplines, the five perspectives of emotional, cognitive, attitudinal, behavioral and symbolic 
perspectives are very important for understanding the concept of nostalgia. The majority of 
the definitions of nostalgia emphasize one or more of these aforementioned dimensions. Each 
dimension has a specific role in defining nostalgia in marketing. However, the emotional 
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and symbolic dimensions of nostalgia play a more important role in comparison with other 
dimensions when defining nostalgia in marketing. Accordingly, nostalgia in marketing can be 
defined as a positive feeling enacted by marketers through the use of nostalgic elements in 
the marketing mix. 

Attitudes related with the past have the potential to influence consumer decisions and lik-
ing the past increases the chances of purchasing goods as an adult which were also purchased 
at younger ages (Sierra and McQuitty, 2007). However, even though it is not necessary to 
assume that the object of nostalgia is more frequent in the past, the relationship with the 
past creates a network of connection that is not present for other objects. These connections 
or relations generate a nostalgic response. Therefore, nostalgia can be conceptualized as a 
complex emotion, sense or mood generated with reflections from things related with the past 
(objects, people, experiences, ideas) (Holak and Havlena, 1998). 

Measuring the nostalgia-proneness of an individual (the proneness for that individual to 
experience a nostalgic emotion) will enable the researchers to better define consumer mar-
keting sections based on sensuality (Holak et al., 2006). Nostalgia proneness and the attitude 
towards advertising are two important factors that marketers use for predicting the reactions 
of consumers targeted for nostalgic marketing strategies (Cui, 2015). 

Previous studies on consumer behavior and nostalgia have examined different cognitive 
and emotional factors. The studied cognitive variables are nostalgia proneness (Holbrook, 
1993; Havlena and Holak, 1996; Reisenwitz et al., 2004; Holak et al., 2006; Seehuse et al., 
2013), evoked nostalgia (Baker and Kennedy, 1994), longing for the past (Holbrook and 
Schindler, 1994; Schindler and Holbrook, 2003), attitudes towards advertisements and brands 
using nostalgic clues (Pascal et al., 2002; Muehling and Sprott, 2004; Sultan et al., 2010; 
Kessous and Roux, 2010; Muehling and Pascal, 2011; Bartier, 2011; Merchant and Rose, 
2013; Ju et al., 2016) and the purchasing intent for nostalgic products (Rindfleisch et al., 
2000; Sierra and McQuity, 2007). The examined emotional factors were nostalgia intensity 
for the past and related emotions (Holak and Havlena, 1992, 1998; Holbrook and Schindler, 
2003; Barrett et al., 2010; Madoglou et al., 2017). The present study focuses on the impacts 
of nostalgia proneness on ad-evoked nostalgia, brand attitudes as well as purchase intention. 
The research model is shown in Figure 1. 



Istanbul Business Research 49/2

384

Figure 1. Proposed Model

This study attempts to determine the effect of nostalgia proneness on ad-evoked nostal-
gia. Studies have put forth that individuals are different with regard to their tendencies to 
experience nostalgic emotions (Holbrook, 1993). Therefore, nostalgia proneness shall posi-
tively affect the consumer’s intensity of ad-evoked nostalgia. The intensity of nostalgia can 
be described as the strength of emotions related with the longing for a sterilized version of a 
previous time period (Stern, 1992). Reisenwitz et al. (2004) determined in their studies that 
the nostalgia proneness of consumers is related positively with both the advertisement and 
the nostalgia intensity towards the advertised brand. The following hypothesis has been put 
forth based on these opinions:

H1: Nostalgia proneness has a significant effect on ad-evoked nostalgia. 

Since nostalgia is usually conceptualized as a positive feeling or mood due to things con-
nected with the past (Holak and Havlena, 1998), it is possible to expect that such positive 
emotions will make a positive contribution to the attitudes towards the advertised brand. 
Therefore, the following hypothesis has been developed. 

H2: Nostalgia proneness has a significant effect on the brand attitude. 

Nostalgia marketing has a positive effect especially on the purchasing behavior of con-
sumers (Nathasia and Nasution, 2016). For example, Lasaleta et al. (2014) found that when 
consumers feel nostalgic it decreases their desire for money and that they are willing to pay 
more for the products. Hence, nostalgia proneness may have a strong effect on the purchase 
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intention of consumers. Expecting the nostalgia proneness will shape consumer preferences 
for products related with nostalgia, the following hypothesis was proposed: 

H3: Nostalgia proneness has a significant effect on purchase intention. 

Nostalgic Advertisements 
Nostalgia in marketing is defined as the positive nostalgic feeling instilled in consumers 

by way of using nostalgic elements in the marketing mix. The term nostalgia marketing is 
used for carrying out nostalgia related marketing activities in order to enliven the feelings of 
nostalgia and nostalgic memories of consumers leading to a desire for purchasing. Nostalgia 
based themes have recently attracted increasing attention among marketing and consumer 
behavior researchers as a common emotion for developing nostalgia based themes, free time 
activities and products (Holak et al., 2006). Nostalgia is generally conceptualized as an ideal-
ized appearance (Hirsch, 1992) of the past (be it lived or not) and it is almost always believed 
that the consumers are stimulated by way of positive emotions. That is why, the use of nostal-
gic themes in advertising is considered as a tool for generating positive reactions. For exam-
ple, Burger King used classical music from the 1960’s and 1970’s in its TV advertisements 
in order to free itself from the chaotic fast-food environment (Pascal et al., 2002). The use of 
packaging for advertisement is another focus point in nostalgia marketing. For example, Co-
ca-Cola sales increased in double digits after the company redesigned a similar plastic bottle 
in 1994 of its famous contour bottle (Reisenwitz et al., 2004). These examples support the 
opinion that nostalgia may be an effective tool with an impact on consumer behavior. 

Based on the directedness of nostalgic elements, nostalgia marketing can be classified in 
two categories - visual and soft. While nostalgia advertising, logo design and store decoration 
etc. are among the primary methods of visual nostalgia marketing, evoking a sense of nostal-
gia in the consumer and retro branding are the two most common methods of soft nostalgia 
marketing. In addition, nostalgia marketing is not only adding a factor of nostalgia to the prod-
uct; but it is also combining the business and products, finding nostalgic elements with brand 
potential for the products and using this factor to furnish the product brand with the meaning 
of appearance or characters (Cui, 2015). It is only in this way that nostalgic emotions can be 
instilled and encouraged more in consumers thereby leading to better sales results. 

The basis of this study is the claim that nostalgic reactions generally consist of positive 
emotions and senses. Advertisers are of the opinion that nostalgia related stimuli (nostalgic 
words, pictures, music etc.) may evoke nostalgia in consumers hence leading to the devel-
opment of a positive attitude with regard to their brands, products and purchasing intention. 
Results of previous studies (Pascal et al., 2002; Muehling and Sprott, 2004; Muehling and 
Pascal, 2011; Ju et al., 2016; Morgul, 2017) set forth that the senses evoked by an advertise-
ment contribute to explaining the influences of the advertisement on consumer attitude and 
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behavioral responses. Therefore, it was assumed in this study that advertisements leading to 
nostalgic reactions will contribute to making the brand be perceived better and thus result in 
increased sales probability, and the following hypotheses were developed: 

H4: Ad-evoked nostalgia has a significant effect on brand attitude. 

H5: Ad-evoked nostalgia has a significant effect on purchase intention. 

The following hypothesis was developed since it was thought and observed in previous 
studies (Sierra and McQuity, 2007 and Ju et al., 2016) that nostalgic reactions and the attitude 
towards the brand shall have a statistically significant effect on the purchase intention towards 
the advertised product. 

H6: Brand attitude has a significant effect on purchase intention. 

Methodology

Sample and Data Collection
The target audience of this research comprises of participants in Yalova aged 20 and 

above. Holbrook and Schindler (1991) reported in their studies that the sensitivity of the 
participants towards nostalgic emotions start generally around the age of 24. Based on this 
finding, the sample group was comprised of participants aged at least 20 who are living in 
Yalova. Data were acquired from participants via the survey method. The participants were 
first asked to answer the survey questions measuring their nostalgia proneness; afterwards 
they were asked to watch a 1990’s advertisement of a food company that has been active in 
Turkey since 1973 after which participants were asked to answer the questions in the survey 
form. The study was carried out with TV advertisements since it has been put forth in various 
studies (e.g. Weibel et al., 2019) that TV advertisements have a greater instantaneous impact 
on consumers compared with social media advertisements and that they remain in the minds 
of consumers for longer periods of time.

Based on TUIK data, the total number of individuals aged 20 and above in Yalova is 
182.994 people as of 2018. Since it was desired for the study sample group to represent the 
main body with regard to age criteria, the sample units were selected via quota sampling from 
among non-random sampling methods. The required number of questionnaires to be applied 
to each sample size and age group was determined based on the total population aged 20 and 
above at the Yalova province. In this context, the questionnaire was applied to 400 consumers 
and the number of data samples was 381 after clearing out the invalid data. The demographic 
profile of the participants can be observed in Table 1. 



Ozhan, Talih-Akkaya / The Effect of Nostalgia Proneness on Ad-Evoked Nostalgia, Brand Attitude and Purchase Intention

387

Table 1 
Demographic Profile of the Participants

f % f %
Gender Age
Female 173 45.4 20-29 89 23.4
Male 208 54.6 30-39 61 16.0
Level of Education 40-49 71 18.6
Primary 82 21.5 50-59 70 18.4
Secondary 79 20.7 60-69 51 13.4
High school 133 34.9 70+ 39 10.2
Upper secondary/ associate degree 39 10.2 Monthly household income
Bachelor’s degree 43 11.3 2000 TRY < 70 18.4
Master’s degree 4 1.0 2001-4000 TRY 149 39.1
Doctorate 1 0.3 4001-6000 TRY 74 19.4

6001-8000 TRY 69 18.1
8001-10000 TRY 18 4.7

10000 TRY ˃ 1 0.3
Number of participants 381 100

It can be seen when Table 1 is examined that majority of the participants are female, aged 
between 20-29, high school graduate and with a monthly family income of 2001-4000 TRY. 

Measurement Instruments and Analyses 
Nostalgia proneness was measured via the Southampton Nostalgia Scale by Barrett et al. 

(2010). Ad-evoked nostalgia was measured by the scale developed by Pascal et al. (2002). 
Brand attitude and purchase intention were measured by the scale proposed by Spears and 
Singh (2004). 

In order to test the causal links mentioned in the research model, SEM was employed by 
using maximum likelihood estimation. SPSS 17 and AMOS 24 statistical packages were used 
to analyze the data.

Results 

The Kruskal-Wallis test and Mann-Whitney U test were applied in order to observe the 
influence of the demographic profile of the participants on their nostalgia proneness. Table 2 
presents the results of the Kruskal-Wallis Test subject to age, education and family income. 
Table 3 presents the result of the Mann-Whitney U test subject to gender.
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Table 2 
Kruskal-Wallis Test Results
Variable Mean Ranks Chi-Square df p
Age 20-29 208.73

24.178 5 0.000

30-39 220.97
40-49 176.83
50-59 140.35
60-69 199.57
70+ 209.17

Level of Education Primary 198.60

14.523 6 .024

Secondary 168.27
High school 189.89
Upper secondary/ associate degree 190.68
Bachelor’s degree 232.84
Master’s degree 122.00
Doctorate 1.00

Household income 2000 TRY < 200.82

3.396 5 0.639

2001-4000 TRY 180.40
4001-6000 TRY 194.51
6001-8000 TRY 198.80
8001-10000 TRY 190.00
10000 TRY ˃ 303.00

According to the values in Table 2, the difference between the nostalgia proneness of the 
participants is statistically significant with respect to the age and education level of the par-
ticipants (p<0.05). According to the Mean Ranks values; participants in the 30-39 age inter-
val have higher nostalgia proneness compared with other participants. Similarly, participants 
with a bachelor’s degree also have greater nostalgia proneness in comparison with the other 
participants. 

Table 3 
Mann-Whitney U Test Results
Gender Mean Rank Z p
Female 211.03

-4.560 .000
Male 160.38

It was observed upon examining Table 3 that gender has a statistically significant impact 
on nostalgia proneness (p<0.05). The Mean Ranks values show that women have higher nos-
talgia proneness in comparison with men. This results supports the prevalent belief among 
marketing implementers, as well as the findings of researchers such as Holbrook (1993), 
Sedikides et al. (2015), Stern (1992) etc., that women tend to express their emotions more 
than men.

This study used SEM to test proposed hypotheses. Firstly, confirmatory factor analysis 
(CFA) was performed. The results obtained by CFA are as in Table 4 and Table 5.
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Table 4 
Results of CFA

Item wise constructs Standardized 
loading

Average variance
Extracted (AVE)

Composite reli-
ability (CR)

Cronbach’s 
alpha 

Nostalgia proneness 0.745 0.953 0.953
How valuable is nostalgia for you? 0.856
How important is it for you to bring to 
mind nostalgic experiences? 0.891

How significant is it for you to feel 
nostalgic? 0.881

How prone are you to feeling nostalgic? 0.932
How often do you experience nostalgia? 0.839
Generally speaking, how often do you 
bring to mind nostalgic experiences? 0.858

Specifically, how often do you bring to 
mind nostalgic experiences? 0.775

Evoked nostalgia 0.759 0.969 0.967
Reminds me of the past. 0.841
Helps me recall pleasant memories. 0.874
Makes me feel nostalgic. 0.858
Makes me reminisce about a previous 
time. 0.851

Makes me think about when I was 
younger. 0.818

Evokes fond memories. 0.864
Is a pleasant reminder of the past. 0.896
Brings back memories of good times 
from the past. 0.910

Reminds me of the good old days. 0.905
Reminds me of good times in the past. 0.892
Brand attitude 0.823 0.959 0.955
Unappealing/appealing 0.881
Bad/good 0.913
Unpleasant/pleasant 0.933
Unfavorable/favorable 0.936
Unlikeable/likeable 0.872
Purchase intention 0.821 0.948 0.947
Definitely do not intend to buy/definitely 
intend 0.913

Very low/high purchase interest 0.902
Definitely not buy it/definitely buy it 0.909
Probably not/probably buy it 0.901

The results in Table 4 show the standardized regression coefficients (λ) indicating the 
relationship between items and the related structure, AVE, CR and Cronbach α values. Since 
standardized regression coefficients represent the correlation coefficient, they may be consid-
ered to be quite high. It can be seen from Table 4 that Cronbach α and CR values are above 
the 0.70 (Hair et al., 2012) and are at acceptable levels. 
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Table 5
Fit Indexes for the Research Model
Fit Indexes Calculated Value Suggested Value
χ²/df 2.288 ≤5
GFI 0.884 ≥0.8
AGFI 0.855 ≥0.8

CFI 0.970 ≥0.9
TLI 0.965 ≥0.9
IFI 0.970 ≥0.9
RMSEA 0.059 ≤0.08

The fit indexes for the model are given in Table 5. The findings indicate that the model 
satisfactorily fits the data. Construct validity was evaluated via convergent and discriminant 
validity. As can be seen from Table 4, the AVE values of all factors were above 0.50 while the 
composite reliability values were determined above 0.70 (Hair et al., 2012). The AVE value 
calculated for each factor should be greater than the square of the correlations of each factor 
with other factors in order to ensure discriminant validity for the factors (Fornell and Larcker, 
1981). Table 6 presents the correlation table for reliability measurements and discriminant 
validity. As can be seen, it is possible to indicate that discriminant validity has been attained 
since the AVE values for each factor are greater than the highest square of correlations be-
tween factors.

Table 6
Discriminant Validity and Correlation between Constructs
Factor CR AVE MSV BA NP EN PI
BA 0.959 0.823 0.699 0.907
NP 0.953 0.745 0.536 0.610 0.863
EN 0.969 0.759 0.536 0.707 0.732 0.871
PI 0.948 0.821 0.699 0.836 0.586 0.634 0.906

We tested the research hypotheses with the aid of structural equation modelling using 
Amos 24. The structural model is shown in Figure 2. The findings of hypothesis tests are 
shown in Table 7.

Table 7
SEM Results
Hypotheses Estimates CR Sig. (p<0.05)
H1 Nostalgia proneness Ad-evoked nostalgia 0.751 15.195 ***
H2 Nostalgia proneness Brand attitude 0.211 3.285 0.001
H3 Nostalgia proneness Purchase intention 0.122 2.210 0.027
H4 Ad-evoked nostalgia Brand attitude 0.585 8.935 ***
H5 Ad-evoked nostalgiaPurchase intention 0.020 0.335 0.738
H6 Brand attitudePurchase intention 0.773 13.909 ***
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Figure 2. Structural Model

The study results indicate that nostalgia proneness has a strong effect on ad-evoked nostal-
gia (β=0.751; p <.05). Hence, H1 is supported. Moreover, it was also assumed that nostalgia 
proneness has a significant effect on the brand attitude (H2) and purchase intention (H3). The 
results point out that the effects of nostalgia proneness are statistically significant for both the 
brand attitude and the purchase intention. Thus, H2 (β=0.211; p <.05) and H3 (β=0.122; p> 
.05) are supported. 

It was found that ad-evoked nostalgia has a significant effect on the brand attitude (H4) 
and purchase intention (H5). The results show that ad-evoked nostalgia has a significant effect 
on the brand attitude but that its effects on purchase intention are not statistically significant. 
Therefore, H4 (β=0.585; p <.05) is supported, however H5 (β=0.02; p> .05) is not supported. 

H6 states that the attitude towards the brand will have an effect on the purchase intention 
of participants. The study results put forth that the attitude towards the brand has a strong 
effect on purchase intention (β=0.773; p <.05). Thus, H6 is supported. 
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Conclusion and Discussion

The present research aimed to investigate the effect of nostalgia proneness and ad-evoked 
nostalgia on the brand attitude and purchase intention. The responses acquired from partici-
pants in Yalova were analyzed using SEM. 

As a result of the research, it was found that nostalgia proneness has a positive effect on 
nostalgia for advertisements, parallel to the findings by Reisenwitz et al. (2004) and Morgul 
(2017). Accordingly, consumers with a high level of proneness to being nostalgic will have 
stronger feelings towards nostalgic advertisements. It was also determined that in addition to 
the nostalgia proneness evoked by advertisements; nostalgia proneness has a positive effect 
on the brand attitude and purchase intention as well. 

Parallel to the findings by Pascal et al. (2002), Muehling and Sprott (2004), Muehling and 
Pascal (2012), Ju et al. (2016), Morgul (2017), the results of the present study point out that 
while advertisements that result in nostalgic reactions may contribute to positive perceptions 
regarding the advertised brand, it may not have sufficient direct impact on the probability of 
the product being purchased more. Contrary to the results of Pascal et al. (2002), the result 
that the ad-evoked nostalgia has no effect on purchase intention was parallel to the findings 
of the study by Ju et al. (2016). The fact that the sense of nostalgia evoked will not have 
sufficient effect on purchase intention because it is short lived may be put forth as a probable 
reason for this result. However, similar to the findings in literature by Sierra and McQuity 
(2007) and Ju et al. (2016), it was observed that brand attitude is the variable with the stron-
gest effect on purchase intention. 

The findings mean that nostalgia can be a strong tool for advertisers/marketers. Hence, 
it may be beneficial for advertisers to use the advertisement themes for enacting the desired 
emotional response (positive brand attitudes) to stimulate a sense of nostalgia. In accordance 
with the marketing/advertisement literature, the findings of the present research provide an 
additional support as a theoretical and practical structure that explains the impacts of nostal-
gia on advertising. 

 The results of the present study support the current use of nostalgia based advertising 
themes for companies from an administrative perspective. The findings put forth prooves that 
ad-evoked emotions may have a positive effect on the brand attitude. This is a very import-
ant finding for advertisers and indicates that using nostalgic themes to draw attention and to 
establish connection with the targeted audience will be more efficient for attainment of their 
objectives. 

Today, marketers have realized that nostalgia is effective for many consumers and that it 
has become an indispensable part of the marketing efforts for many companies. Marketers 
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can use the influence of nostalgic marketing on consumers in order to put forth a comprehen-
sive marketing message. Hence, the perceptions on the marketed brand and its products may 
be improved and purchase intention for the advertised nostalgic product may be increased. 
The results of the study support the opinion that nostalgia may lead to consumers to “develop 
a longing for the past” in addition to make them feel the “desire to purchase the products of 
the advertisers”. In conclusion, marketing budgets of businesses will be spent more effective-
ly and it will become a valuable strategy for increasing or earning market share.

Even though the economies of the world and the Turkish economy have undergone vari-
ous and multidimensional crises in the past, today for the first time, they are all experiencing 
a significant economic problem that does not result from the internal dynamics of economy 
and that includes within it the fear of death as the determining factor. An economic crisis 
ensued in all countries following the Covid-19 pandemic and the majority of small-mid sized 
businesses have been closed. As a result, unemployment statistics reached a peak point in our 
country and in the world. The IMF revised the growth expectation of Turkey for the year 2020 
from 3.0 % to 5.0 % recession expectation (Karakaya, 2020). The fact that tourism almost 
came to a halt in Turkey during the pandemic coupled with the decrease in exports prevented 
the entry of foreign currency into the country which resulted in an increase in the exchange 
rates leading to a major decrease in the value of Turkish Lira.

The buying behaviors of consumers also varied rapidly during the Covid-19 pandemic. 
While consumers were able to give more rational decisions prior to the pandemic, the factors 
of panic, fear and uncertainty of the future due to the pandemic made a psychological impact 
on consumers. When used properly during this period, nostalgic marketing activities present-
ed the businesses with opportunities that provide earning potential due to the increase in the 
longing for the past during this period and thus provided a possibility to establish a loyal and 
sustainable consumer base. This was because during this period, consumers reduced their 
demands for goods outside of necessity goods while continuing to purchase the brands and 
products they used and trusted in the past instead of trying out new ones. In addition, internet 
sales increased significantly during this period due to isolation and staying at home. Even 
people who avoided shopping online previously have started to meet their needs online. This 
will most likely have a significant impact on retail sales. Basha et al. (2020) carried out a 
study as a result of which they put forth that the social media platform is the best platform for 
companies to market their products and services during the covid19 pandemic and that the 
companies may use this platform to present new offers to their customers and to establish a 
brand image. Hence, it seems that sales and marketing will evolve into direct marketing and 
distant sales in the future.



Istanbul Business Research 49/2

394

Future Research and Limitations of the Study

First of all, it is important to carry out more studies to understand the impacts of nostalgia 
on consumer reactions. This study is limited only to the TV advertisements of a well-known 
brand in Turkey being displayed to viewers. It is not certain whether similar findings will be 
obtained for unknown (new) brands in different environments. Another limitation of the study 
is that purchase intention has been used as the dependent variable. The purchase intention 
of consumers does nor always result in actual purchase behavior. Actual purchase behavior 
should be studied in future studies. 

Moreover, the study was limited only with consumers residing in the province of Yalova 
in Turkey. The fact that the data acquired in the study have been collected via the quota sam-
pling method from among non-random sampling methods also limits the generalizability of 
the results. Attempts to overcome this were made by ensuring that the required sample group 
had the same ratio as that of the main body. 
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